


People within construction And their real problems

A GAP BETWEEN



Trackunit is committed 

to bridge the gap 

between the people 

within construction 

and their real problems

Vision



Trackunit is dedicated to challenge 

the status quo by introducing 

technology and services to all parts of 

the ecosystem from operator to OEM.

Trackunit accelerates the industry 

into new innovative and yet unknown 

dimensions.

Mission



Today, Trackunit is the leading 

supplier of fleet management 

solutions across the globe, 

operating out of our eight 

offices worldwide.
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Years

8.500
Daily users

230.000
Active units

7.000
Costumers

120
Employees



THE WORLD IS 

CONNECTING



The right tools
that can rocket the 
entire industry into 
the digital age.

We believe we can accelerate 

productivity and cost efficiency 

by providing…



Rental

OEM
Operator

Site

Manager

Machine

Industry
Ecosystem

Trackunit
Ecosystem



With Trackunit Analytics we want to 

connect, transform and enrish data 

from the entire ecosystem to 
empower organizations via 

customized insights.



Adding a new dimension

Rental

OEM
Operator

Site

Manager

Machine
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40%

20%

0%

Machine Purchase 

Price

Life Cycle Cost to 

support machines can
range from 5X to as

much as 15X the

purchase cost of the
machine

Investment case and
ROI is very short when 

Life Cycle Costs rise

above 5X the machine
purchase cost

Fuel and Energy

Cost of Downtime 

and low utilization

Full Service 

Contract

Out of Contract 

cost

Cost of decreased 

Residual value

Service and repair 

cost (Service 

Contract)

Identify OoC,

Minimize disputes

Improve residual 

value

Increase revenue, 

new services

R&D

Warranty

Potential savings
Over a 5 year period
Min. 9000 EURO.

Assumption: 
4,5 ton Excavator

Potential savings
Over a 5 year period
Min 25000 EURO.

Assumption:
4,5 ton Excavator

Perspective

Contractor

Perspective

OEM / Reseller





become an lean 
organization

Speed Wins



Plan that works 

= 

Scalable, Repeatable, Business Model



We are on a journey to 

become an lean organization

it’s everyone's responsibility to get us 
there



Mature Capability 

& Business

Mature Capability 

& Business

Immature Capability 

& Business

Immature Capability 

& Business

Differentiated

“Core”

Differentiated

“Core”
Undifferentiated

“Context”

Undifferentiated

“Context”

Quadrant II:

Grow NPD efforts to
scale or Acquire

Quadrant III:

Partner*

Quadrant IV:

Watch/Exit

For elements that are 'gaps' in our 
portfolio, unless NPD efforts are 

expected to have a very fast revenue 
ramp-up, seek acquisitions

Revenue opportunity is large but non-

strategic.  Seek light-investment and 

partnerships. Minimize spend in this 

area in order to preserve investment $ 

for the left side of the chart.  

Non-strategic hence watch these areas 

carefully.  Package to be sold or 

exited.  Do not invest.

* Investments and acquisitions here are likely to be 

wasted as it does not support our differentiation angle.

Quadrant I:
Invent 

(NPD or Acquire) 



Digital 

Transformation 
Requirements

Culture Strategy

Technology

Success

No true 

adaption

No clear 

direction

No ability to 

execute



Digital 

Transformation 
Requirements

Culture Strategy

Technology

Success

No true 

adaption

No clear 

direction

No ability to 

execute

Culture

Embrace change / adaptive

Collaborative

Executive buy-in

Strong digital fluency

Cross-functional teams vs. silos

Risk friendly

Continuously measure & improve

Strategy

Clearly defined vision

Business outcomes / goals

Digital strategy

Decision frameworks

Optimized governance

Big change vs. discrete solutions 

Ability to digitally re-imagine

Cloud

API based

Automation

Continuous integration & delivery

Service oriented architecture

Analytics

Social

Mobile

Technology
Capabilities &

Processes



Basic Cultural Assumptions

Values

and Attitudes

What We Do

Old Model

Change

thinking

to change

behavior

New Model

Change

behavior

to change

thinking

The way to change culture

is to change the observable 

data of an organization, 

which include what people 

do and how they behave.

Anyone wanting to change a 

culture needs to define the 

actions and behaviors they 

desire, then design the 

work processes that are 

necessary to reinforce 

those behaviors.

“
“

How to change a culture



Product/Market Fit is the 

first thing that matters



startups fail

products





Minimum Viable Product
A Minimum Viable Service is a service with just enough features to satisfy early customers, 
and to provide feedback for future development



Source: https://moz.com/rand/7-unlikely-recommendations-for-startups-entrepreneurs/



Source: https://www.quora.com/What-is-the-difference-between-a-prototype-and-a-minimum-viable-product-MVP
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Prototyping
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Design Sprint

www.gv.com/design/

MONDAY: UNPACK

TUESDAY: SKETCH

WEDNESDAY: DECIDE

THURSDAY: PROTOTYPE

FRIDAY: TEST

SET THE STAGE



Your “MVP” is 
NOT the product



Problem Solution Unique 

Value 

Proposition

Unfair 

Advantage

Customer 

Segments

Key Metrics Channels

Cost Structure Revenue Streams

Your “business model” IS the 
product



Problem

Top 3 problems

Solution

Top 3 features

Unique Value 

Proposition

Single, clear, 

compelling 

message that 

states why you 

are different and 

worth buying

Unfair 

Advantage

Can’t be easily 

copied or bought

Customer 

Segments

Target customers 

Key Metrics

Key activities you 

measure

Channels

Path to 

customers

Cost Structure

Customer Acquisition Costs

Distribution Costs

Hosting

People, etc.

Revenue Streams

Revenue Model

Life Time Value

Revenue 

Gross Margin

Lean Canvas is adapted from The Business Model Canvas (http://www.businessmodelgeneration.com) and is licensed under the 

Creative Commons Attribution-Share Alike 3.0 Un-ported License.
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PRODUCT MARKET





Lean Startup is a systematic process for 
iterating from Plan A to a plan that works 

before we run out of time.



Speed Wins

If we can reduce the time between pivots

We can increase our odds of success

Before we run out of money



Premature

Optimization

Run out of

resources

Chasing your

tail

The optimal 

learning loop



Learn Faster

Split Tests

Customer Development

Five Whys

Customer Advisory Board

Hypotheses

Product Owner

Accountability

Customer Archetypes

Cross-functional Teams

Semi-autonomous Teams

Smoke Tests Measure Faster

Split Tests

Continuous Deployment

Usability Tests

Real-time Monitoring & Alerting

Customer Liaison

Measure Faster

Funnel Analysis

Cohort Analysis

Net Promoter Score

Search Engine Marketing

Predictive Monitoring

Build Faster

Unit Tests

Usability Tests

Continuous Integration

Incremental Deployment

Free & Open-Source

Cloud Computing

Cluster Immune System

Just-in-time Scalability

Refactoring

Developer Sandbox

Minimum Viable Product

From agreement to market launch in 24 weeks using proven 
lean start-up methods
Fast wins: If we can reduce the time between pivots, we can increase our odds of success before we run out of 
money















Time

Systematically test your model



Time

Systematically test your model



Time

Systematically test your model



Time

...

Systematically test your model



Time

...

Systematically test your model
1. Customer Pain Level

2. Ease of Reach

3. Price/Gross Margin

4. Market Size





Focus: Validated 

Learning
Experiments: Pivots

Problem/Solution 
Fit

Product/Market Fit Scale

Focus: Growth

Experiments: Optimizations

Terrain: Qualitative Terrain: Quantitative

Plan that works = 

Scalable, repeatable, business model



Development of key principles

• We are on a journey to become an lean organization, it’s 
everyone's responsibility to get us there

• Product/Market Fit is the first thing that matters 

• Lean Startup is a systematic process for iterating from Plan A to 

a plan that works before we run out of time.



Language & concepts from



Let’s connect




